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ABSTRACT 

This research was prepared according to the requirement and design which is related to 

business model of smart matching wedding planner. The smart matching wedding 

planner is the computerized system that enables users to use the application or services 

that offered by wedding planner. There is lots of wedding planner website in Malaysia, 

but it still not much applicable that can give convenience to users in order to plan their 

wedding ceremony online. On the other hand, smart matching wedding planner give 

benefit to users who are busy and did not have much time in planning their wedding 

ceremony. The objectives of this research are to identify the user needs and requirements 

for smart matching wedding planner and develop a prototype for demonstrating a 

business model. An interview, observation and questionnaire were used as the research 

instrument in this study. Questionnaire was distributed to 50 respondents which focusing 

on users who are planning the wedding ceremony. From the finding, shows that most of 

respondents are agreed with the online wedding planner where the online wedding 

planner can assist them in decision making. This research found that, based on the 

interview, an expert also agreed with online wedding planner. Furthermore, nowadays 

users very busy with their work until did not have much time to meet wedding planner. 

As a result, smart matching wedding planner is an alternative way to solve users' 

problem. In addition, the researcher has developed a prototype to demonstrate the design 

of smart matching wedding planner. This research conclude that, the smart matching 

wedding planner is the alternative way in promoting the products and services to users in 

order to enlarge market segment in wedding field. 

iv 



TABLE OF CONTENTS 

CONTENT PAGE 

DECLARATION ii 

ACKNOWLEDGEMENT iii 

ABSTRACT iv 

LIST OF FIGURES AND TABLES x 

CHAPTER 1: Introduction 

1.0 Introduction 1 

1.1 Research Background 1 

1.2 Problem Statement 4 

1.3 Research Questions 5 

1.4 Research Objectives 6 

1.5 Research Scope 6 

1.6 Research Significance 7 

1.7 Research Organization 7 

CHAPTER 2: Literature Review 

2.0 Introduction 9 

2.1 Smart Matching Wedding Planner 9 

2.1.1 Definition 9 

2.1.1.1 Smart 9 

2.1. 

2.1. 

2.1. 

2.1. 

2.2 Wedding Theme 15 

2.3 Electronic Commerce 16 

2.3.1 Business to Customer (B2C) 18 

1.2 Matching 10 

1.3 Smart Matching 10 

1.4 Wedding 12 

1.5 Wedding Planner 13 

v 



2.3.2 Customers activities in B2C e-commerce 19 

2.3.2.1 Product search 19 

2.3.2.2 Comparison shopping 20 

2.3.2.3 Product selection 20 

2.3.2.4 Negotiation of term 20 

2.3.2.5 Placement of order 21 

2.3.2.6 Payment authorization 21 

2.3.2.7 Receipt of product and after sale 22 

customer support 

2.4 Business Model 22 

2.4.1 Definition 22 

2.4.2 Business Model Generated by Past 

Researchers 27 

2.4.3 Business Model Framework (BMF) 32 

2.4.3.1 Product Innovation 34 

2.4.3.1.1 Value Proposition 34 

2.4.3.1.2 Target Customer 35 

2.4.3.1.3 Capabilities 35 

2.4.3.2 Infrastructure Management 36 

2.4.3.2.1 Activity configuration 37 

2.4.3.2.2 Partner Network 37 

2.4.3.2.3 Resources and assets 37 

2.4.3.3 Customer Relationship 38 

2.4.3.3.1 Information Strategy 39 

2.4.3.3.2 Feel and Serve 39 

2.4.3.3.3 Trust and Loyalty 40 

2.4.3.4 Financial Aspect 40 

2.4.3.4.1 Revenue Model 41 

2.4.3.4.2 Cost Structure 42 

2.4.3.4.3 Profit Model 42 

2.4.4 The Role of Business Model 42 

vi 


